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Hotels and resorts provide both products and services to their customers. For establishing a good hotel business an organization has to take the help of marketing and also provide the promising services that customers need in their travels or any other occasions. The message to the customers should be clear so that customers can understand what value the hotel is going to add to him or them. Here the marketing strategy of two multinational hotels will be discussed. Also how these hotels have ensured environmental sustainability will be discussed. And finally, the messages the hotels provide to their customers will also be discussed. 
Six Sense is a multinational hotel that operates its business in 20 countries. Its businesses are mainly resort and spa businesses (Silva, 2018). It is a hotel chain that is committed to providing customers with something which is out of the ordinary. With more than 3350 employees, it has taken initiatives to ensure environmental sustainability by reducing plastic use. This hotel chain is well known for proving its luxury service to customers. The number of customers may be low or segmented but customers are loyal and they are highly satisfied customers.
Moxy is also a hotel brand which operates its business in Europe, America and Asia Pacific (Bilgihan, and Nejad, 2015). Moxy provides its services at affordable prices. Its economic rooms and services attract many people and the number of customers is increasing day by day. With more than 200 crews the organization is currently concurring in the economy hotel market. 
Marketing strategy is a powerful strategy to establish good brands in the market and to make success (Jobber, and Chadwick, 2019). Every organization has different marketing strategies like focused marketing strategy, differentiated strategy, and mass strategy. These strategies are based on the products and services it delivers and the location it is based (Bowie, Brookes, and Mariussen, 2016). 
The marketing strategy of Six Sense is the differentiated segmentation marketing strategy. A differentiated marketing strategy is a strategy where an organization formulate different kinds of marketing plans for different types of segments. These different segments can be divided based on the service they like, or based on the product they want to use. Geographical location also impacts this marketing strategy (Smith, and Zook, 2019). Six Sense provides the service of the resort and spa to its customers and it provides these services in different locations. As Six Sense provides different services to its customers and the services are provided in different locations, the organization is using a differentiated marketing strategy. 
From the foundation of Six Sense in 1995 it has been providing luxury resort and spa services to its customers (Urmila, Astuti, and Triyuni, 2023). At first, the organization provided only hotel services to its customers. At that time the marketing strategy of it was focused marketing. But from when it provided the spa service to the customers the strategy of this organization has changed. And it becomes a differentiated marketing strategy. As the customers of resorts and spas are different that's why it was necessary to formulate a strategy of differentiation in the organization to provide customers of different tastes and needs the better service.
The marketing strategy Moxy is using is the focused strategy of marketing. Focused strategy or niche strategy is a type of strategy where an organization provide a single type of service to the customers and the location of the organization is not too diversified (George, 2021). Moxy is providing only the economic hotel service and the location for its service is mostly Europe and America based. Based on the service providing and location information, the marketing strategy of Moxy has focused marketing. The customers in this focused marketing can be limited and if any worst situation takes place then the hotel system can collapse because there are no alternative products for Moxy.
The key strength of Six Sense is providing luxury service with its skilled and efficient employees. The weakness is it is not involving properly with its local community. Too much luxury price has created threat in the market and many potential customers are lost because of this price. 
Moxy’s strength is its pricing strategy (Finch, and Geiger, 2010). As it is providing the best service in low price it’s the great strength, but  the low number of workers making it difficult to provide the best service to the customers , as it is making good relationship with the local people it is creating new opportunity for the organization.
Most customers of Six Senses are from United States. It is around 23.35% of total customers (Urmila, Astuti, and Triyuni, 2023). A large portion of the customers are young and they are between 25 to 34. Through direct marketing campaigns Six Senses only get 17.21% customers. The number of loyal customers is increasing rapidly. 
Moxy has a good number of customers from United States, United Kingdom, and Germany. Through organic search method most of the customers connect with Moxy (GURL, 2017). 20% of the total customers are connected with Moxy through the direct marketing method which is a good sign of progress for Moxy. But it is a method of regret that Moxy is not using social media properly to connect the customers.
Social and technological factors are in favor of Six Senses. The new technologies are helping Six Senses to provide the best service to the customers (Sarsby, 2016) , but the economic factors are not in favor of it. Because of inflation and other economic issues, the number of customers is decreasing. 
As the service charge of Moxy is low, the economic crisis or other economic factors are hardly affecting the pace of Moxy (Sajid, 2016). The social factors are also in favor of Moxy because of its continuous connection with the local community. New technologies are necessary in this organization.
Moxy started its journey in 2014. And from the start, it is providing economical hotel service to its customers (Bowen, and McCain, 2015). It did not add any other new services till now. And as the marketing strategy is focused the loyal and potential customers are increasing from the start. The growth of this organization is remarkable and in only a few years of service, the economy hotel market has been grabbed by this organization.
Six Sense is providing its luxury service at high quality and high prices. Many customers cannot afford the price of this hotel chain and  it is mostly using tangible or real assets and attributes to attract its customers (Hardy, Beeton, and Pearson, 2002). That means it is using objective positioning in its business. This positioning is based on the targeted customer. As the target customer of Six Sense is wealthy and rich type customers that's why the quality and the price of the service is very high.
Moxy is providing its affordable service of high quality but at a low price (Urde, and Koch, 2014). That means many customers can take its service as the rate is affordable. Also, it uses intangible assets, quality service and sociable and stylish facilities for the customers. That means the organization is using subjective positioning in its business. The targeted customers of Moxy are those who want the best service but don't want to spend more money. For those customers the price of the service is low but the service quality is high.
Environmental sustainability is a big issue nowadays for many organizations (Dolnicar, and Leisch, 2008). Hotel industries are not out of this box. Many hotels have taken sustainable methods. These initiatives increase the sustainability of the environment and also help the customers to grow to protect the environment thought by taking the service of the hotels.
For a sustainable environment, Six Sense organization has taken many initiatives over time. It has to reduce the usage of plastic and be determined to stop using plastic (Stombelli, 2020). It is also using the regenerative agricultural method. By using this method, the organization is increasing the water cycle and biodiversity. Through this, a sustainable environment is ensured. It is also using a mobile application for automation. The customers are using eco-friendly services and they are highly satisfied with the services.
Moxy is a growing organization. It has gained popularity in recent years. But for the sustainability of the environment, it has not taken any initiatives. It has initiated automation services for its customers. But the service is still in the beginning phase. This is very frustrating for many customers of Moxy. 
A message delivers the summary of its vision, mission and objectives. A proper message makes the customers rely on the organization and also a false or negative message can break all the trust of a customer (Buckley, 2012). That's why selecting a proper message is a very crucial task.
The message of Six Sense is clear it will take care of the health of the customers as well as it will take care of the health of the planet (Jovanović, 2019). The recent activities of making the environment sustainable are delivering the message properly. Over time its message is clearer that it has many responsibilities towards its customers and the environment. It also respects and promotes local food and services. 
The message of Moxy is that Moxy wants to provide high-quality service at an affordable price. Its efficiency in providing high-class service through the crew has attracted many customers. Also, the staff of this organization is very low which reduces its cost and saves some extra amount.
The success of every organization depends on determining the perfect strategy for the organization. And as marketing is an important part of the strategy of marketing determines many things about the organization. The marketing strategy of the multinational hotel also helps the hotel to grow and prosper in the future. The message of sustainability and providing better service to customers can help an organization go beyond its limits. 
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